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Penelitian ini bertujuan untuk menganalisis pengaruh Electronic Word of 
Mouth, Brand Awareness, dan Service Quality terhadap Purchase Intention 
melalui Brand Image pada Zara di Surabaya. Saat ini, minat beli seseorang akan 
suatu produk banyak dipengaruhi oleh citra merek dari produk tersebut. Citra 
merek sendiri dapat dipengaruhi oleh informasi yang diperoleh seseorang melalui 
media online, kesadaran mereka atas merek tersebut, serta bagaimana perusahaan 
memberikan kualitas pelayanan yang baik. Ketika perusahaan dapat mengelola hal 
tersebut dengan baik, tentunya citra merek mereka akan meningkat di mata 
masyarakat dan meningkatkan minat beli masyarakat pula. 
Teknik pengambilan sampel yang digunakan adalah non probability sampling 
dengan cara purposive sampling. Sampel yang digunakan dalam penelitian ini 
sejumlah 150 responden. Persyaratan responden dalam penelitian ini adalah 
berusia minimal 17 tahun yang memiliki minat untuk melakukan pembelian di 
store Zara Surabaya. Data dikumpulkan menggunakan kuesioner. Teknik analisis 
data yang digunakan adalah analisis SEM dengan program LISREL. 
Hasil penelitian membuktikan bahwa Electronic Word of Mouth dan Service 
Quality memiliki pengaruh signifikan terhadap Brand Image. Brand Awareness 
tidak memiliki pengaruh signifikan terhadap Brand Image. Brand Image memiliki 
pengaruh signifikan terhadap Purchase Intention. Electronic Word of Mouth dan 
Service Quality memiliki pengaruh signifikan terhadap Purchase Intention 
melalui Brand Image. Brand Awareness tidak memiliki pengaruh signifikan 
terhadap Purchase Intention melalui Brand Image. 
Saran dari penelitian untuk Zara adalah mengontrol pendapat-pendapat orang 
di media online dengan memberikan pelayanan dan kualitas produk terbaik. 
Selain itu, Zara juga perlu memberikan lebih banyak promosi atau iklan. Serta 
menata layout storenya dengan lebih menarik. 
 
Kata Kunci: Electronic Word of Mouth, Brand Awareness, Service Quality, 
















THE INFLUENCE OF ELECTRONIC WORD OF MOUTH, BRAND 
AWARENESS, SERVICE QUALITY ON PURCHASE INTENTION 





This study aims to analyze the effect of Electronic Word of Mouth, Brand 
Awareness, and Service Quality on Purchase Intention through Brand Image at 
Zara in Surabaya. Today, a person's buying interest in a product is much 
influenced by the Brand Image of the product. Brand Image can be influenced by 
information obtained by someone through online media, their awareness of the 
brand, and how the company provides good quality service. When a company can 
manage it well, of course their Brand Image will increase in the eyes of the public 
and increase people's buying interest as well. 
The sampling technique used is non probability sampling by means of 
purposive sampling. The sample used in this study was 150 respondents. The 
requirements of respondents in this study were at least 17 years old who had an 
interest in making purchases at the Zara Surabaya store. Data was collected using 
a questionnaire. The data analysis technique used is SEM analysis with the 
LISREL program. 
The results of the study prove that Electronic Word of Mouth and Service 
Quality have a significant effect on Brand Image. Brand Awareness does not have 
a significant effect on Brand Image. Brand Image has a significant effect on 
Purchase Intention. Electronic Word of Mouth and Service Quality have a 
significant effect on Purchase Intention through Brand Image. Brand Awareness 
does not have a significant effect on Purchase Intention through Brand Image. 
Suggestions from research for Zara are controlling people's opinions in online 
media by providing the best service and product quality. In addition, Zara also 
needs to provide more promotions or advertisements. And organize the layout of 
the store more interestingly. 
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